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DEDICATED SUSTAINABILITY
SOLUTIONS FOR CONSUMER GOODS

SGS CTS Sustainability Services
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TRENDS AND NEEDS

A Consumers are increasingly concerned by the
environmental impact of the product they buy

A Consumers / stakeholders demand more transparency and

Information on products:

A According to a 2010 survey performed on the French market, 74% of
consumers* - 66% in 2011- said they want to see environmental impact
information on the products they buy.

A 51% of consumers declare not to buy a product from companies whom they
disapprove of their behavior and prefer to buy products in line with their own
convictions.

A Carbon footprint is one of the most widely known and
recognised environmental impacts

l
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* Ethicity 2010 & 2011, yearly survey on French market



CARBON FOOTPRINT : A MARKETING TOOL

A Adding a carbon footprint on a product provides consumers with
the simple selection criteria they are looking for

A Brands and Retailers are increasingly using the environmental
impact of the product as a marketing tool.

National Geographic recently worked with WWF to reduce CO2 emissions from operations by C“'gmo
80 percent by the end of 2010 and to reduce CO2 emissions from its magazine paper and ‘_"q____
printing materials supply chain by 10 percent by 2015. In 2007, they achieved LEED-EB Gold, Coca-Cola reveals carbon footprints of

Coke brands

22 February 2012 20:57

National Geographic SOCiety - For Planet and LONDON - Coca-Cola Great Britain has announced details of the
. carbon footprints for its Coca-Cola, diet Coke and Coke Zero brands,
People Media Category Award ™

as certified by the Carbon Trust.

Written by Alterra

n 4 Filels de Cabillaud

The National Geographic Seciety has been inspiring people to care about the planet since 1888, including areas of geography,

archaeology and natural science, and the promotion of environmental and historical

conservation. National Geographic has paid special attention to the impact of their own Emballage Déchets

activities on the Earth and has truly lived up to Carbonfund.org’s motto to Reduce what you

can, Offset what you can't™. National Geographic recently worked with WWF to reduce CO2 !’ @ @
L 4

emissions from operations by 80 percent by the end of 2010 and to reduce CO2 emissions

from its magazine paper and printing materials supply chain by 10 percent by 2015. In NAT'ONAL

2007, they achieved LEED-EB Gold, and the NGS Headquarters also has placed these ™
bu\\dmgsyin[hemp 25% of the most energy-efficient bqu\\dmgs inthe UST\ National G EOG RAPH IC
Geographic keeps more than 0 percent of all its waste out of landfills, their employees are

able to compost their lunch leftovers as well as the cafeteria's special compostable takeaway containers, cups, and straws. And this is

in addition to a robust HQ recycling program including electronics, ink toners, metals, plant materials, and most building and office IMERct 6N VFoRNemental mmm Tres tive
supplies. What they have been unable to reduce on their premises, they have offset with Carbonfund.org for -four years. This work Sommm—

would not be possible without the employee-driven efforts of their GoGreen Committee, and specifically Hans Wegner. e — Tres mpant
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PepsiCo Inc, Reducing Carbon Footprint!

By: Natacha Aronov Category: Lead Exchange, Social Networkin

PE PSIco Thank you for visiting our Lead Exchange Blog! I hope you will find it useful. Good Iuck!

INTERNATIONAL Big news from Pepsi this week as they announced they will stop using plastic to make

& (78 Tropicana @ ﬁ their bottles! In an effort to go green, Pepsi has transitioned making its soda bottles from
plastic to making them entirely out of plant material.
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GREEN IS A MAINSTREAM

3

76% of consumers purchase some green products currently

A 8% of consumers buy green products as their purchases majority

2

at one point

2

1% of consumers stop buying after the purchase of green products

Almost all consumers who buy green expect to remain green, while

those who don't buy certain product categories of green products

intend to do so in the future

Purchase Behavior

- Green Considersrs i
|:| Mon Considerers
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PRODUCT ENVIRONMENTAL ASSESSMENT-CO2 LABELLING

A In 2007, Casino France collected the environmental data concerning 220
products with the supplierbds particip

A CO2 labelling will be implemented on 3000 product approximately.

Faites glisser la feuille sur la réglette pour découvrir les équivalents CO2;

INDICE '
CARBONE L'INDICE CARBONE de ce produit

55 9 0 g de CO2 < Position A< 100 g de CO2
de CO2
Fort impact

voir au dos

L'INDICE CARBONE*

- » o3t voe estimation de La quantité de gax
ca.ﬂm’ engage b effet de secre (CO2...) émise Loes
pour Uenvironnement Gon princisston Sencs Jo crcie 96 vie
en collabocation du peodult (produc + transtormation
avec ses fournisseurs + emballage + rt + distribution).
pour réduire ses émissions Cette méthode & évaluation o3t issue
de 9oz b effet de serre ™ o e S
o0 9 équivalent COZ powd W0 g de produAL.

Explanation of Casino group concerning its A little ruler to know the environm

initiative of CO2 labelling WHEN YOU Mqﬁvﬂefé%ﬂoduct.
e: -



JAPAN

carbon footprint labelling on food packaging and other
products in an ambitious scheme to persuade
companies and consumers to do more to reduce their
GHG emissions.

The labels will appear on food, drink, detergents and
electrical appliances




PRODUCT CARBON FOOTPRINT
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KOREA CARBON FOOTPRINT LABEL
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UNITED STATES: CARBON FREE LABEL

The Carbon Fund, an independent non-
profit carbon offset provider, developed the

0Certified CarbonFreed | abel a h
Edinburgh Center for Carbon Management %

This label is based on ISO lifecycle analysis Carbonfree
standards, the GHG protocol and the

A ,._Carbofud. -
UKCarbon Trustés (200 ~-.-:;.<;._J§A_\Q_t<h000|o"g’§,°f9

e 3 ~

. —
t(‘h!s‘ - i —

Range covers certain products of drinks
manufacturer, organic sugar co

cellphone comBarg)y
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GERMAN 15T PROJECT OF PCF

In the first project of its kind in Germany, ten
businesses came together in 2008 to start
measuring the life cycle emissions of CO2 and
other greenhouse gases related to selected
products and services - the Product Carbon
Footprint
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CARBON LABELS IN SWITZERLAND

Switzerl anddos top sup
Migros, last year embarked on a product
carbon labelling programme. Consumers

can now find seven Migros own-brand
products carrying the Climatop carbon

label.

The test results are independently checked.
To be a CO, Champion, a product must emit
around 20 less CO,. Migros introduced the
label in 2008. Now more than 100 products
carry the logo




France

PRODUCT CARBON FOOTPRINT

Thailand SGS

Germany
Korea

Taiwan
UK

CO2 LABE L,/s/

PRODUCT CARBON FOOTPRINT
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SGS Sustainability Services can provide assistance with all steps up of implementation for partial or
full life cycle including calculation using specialist databases

Data collection includes primary data collected from suppliers and secondary data f

cycle databases / literature researches
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